Sustainable Production and Consumption journal addressed sustainability issues in the foodenergy-water nexus (Azapagic, 2015) , while the Australasian Marketing Journal presented a special issue on marketing approaches to sustainability (Sullivan-Mort et al., 2017) .
However, sustainability-related concerns remain unanswered, as progress toward sustainability goals has been disappointingly slow. In this respect, progress toward the goal of responsible consumption (and production) has been weak. At the same time, this goal has been evaluated as one of the top three goals with the biggest impact on overall sustainable development progress (GlobeScan/SustainAbility, 2017) . Further, Lim (2017) contends that a large majority of the population continues to ignore or chooses not to engage in sustainable consumption practices. One of the reasons is that consumption behaviours are largely shaped by routines and habits (Schäfer et al., 2012) , as well as embedded in socially, institutionally, and technologically defined practices (Davies, 2014) . As a result, the question of sustainable and responsible consumption continues to pervade research and further attract research attention (Liu et al., 2017; Luchs and Miller, 2015) .
More than 80 manuscripts were submitted to our call for papers on sustainable and responsible consumption. Whilst it is evident from the response that a vibrant and extensive community of scholars is researching sustainable consumption in the marketing field, it has meant that we had to make some very difficult decisions about which papers to put into the review process. We were looking for papers that would advance conceptualisation and deliver substantial advancement to existing theories in the field. Our aim was to advance our understanding of sustainable, responsible consumption and widen the frontiers regarding sustainable marketing strategies.
The topics submitted included key drivers and/or outcomes of sustainable and responsible behaviour, interactions between businesses and consumers to become co-creators of sustainable consumption, gaps between intentions and sustainable behaviour and investigations on how companies develop sustainable growth with regard to sustainable responsible consumption, among others. In addition, diverse methodological approaches were applied (experiments, content analysis, microeconomic models, econometric analysis, This is the accepted version of an article published by Emerald in European Journal of Marketing, Vol. 52 Issue: 3/4, pp.470-475, https://doi.org/10.1108/EJM-04-2018-891 Accepted version downloaded from SOAS Research Online: http://eprints.soas.ac.uk/25488/ confirmatory factor analysis). Overall, the selected papers provide a valuable insight into the diversity of research in the field in terms of their focus on selected aspects of consumption, methodologies and regions (countries).
The first paper in the special issue sits squarely within the sustainable and responsible behaviour discussed above. Eisingerich et al. (2018) argue that business transparency leads to better consumer willingness to engage in sustainable and responsible consumption. A key question, therefore, arises concerning how and when such business transparency influences consumer engagement with sustainable and responsible consumption. A key research question addresses the extent to which transparency leads to enhanced customer willingness to engage in sustainable and responsible consumption. Sustainable and responsible consumption behaviour is defined by the authors as "customers' willingness to consider the long-term consequences and the impact of their consumption on society, as well as their consideration for ethical issues when making a consumption decision". While this definition reflects similar definitions in the extant literature, the paper elegantly evaluates the effects of business transparency on consumers and organisations, identifying in the process areas of less clarity, and arguing for the need to understand the boundary conditions to the impact of business transparency. The paper developed a conceptual model that examines the relationship between business transparency and customer willingness to engage in sustainable and responsible consumption. Also, it tests two-way and three-way interactions involving an interaction effect between transparency and future orientation, as well as transparency, corporate social responsibility, and the level of customer involvement. The empirical approach involved two studies. The first collected 223 surveys from consumers of smartphones, and was used to test the relationship business transparency and sustainable and responsible consumption by consumers. The second study collected 327 surveys from graduate students to test the moderating effects of future orientation and corporate social responsibility on the relationship between transparency and sustainable and responsible consumption. The results show positive benefits of business transparency that vary according to a business' future orientation, corporate social responsibility, and levels of customer involvement. The authors conclude that a "business should not be expected to focus on transparency in isolation but rather also needs to consider levels of perceived future orientation, corporate social responsibility, and levels of customer involvement to strengthen sustainable and responsible behavior effectively."
